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in an effort to aUracl a certain segment of the
apparel-buying public (e.g. young, fashion
consciou~ women), purvey a certain image
(e.g. modem, fashionable). andlor
differenliale Iheir relail offerings from those
of Iheir competilors.

Background Music and the Shopping
Experience
Because a shopper's first-hand experience
wilh ;) retailer partly del~rmines whether or
nol he or she will relum 10 the store. relailers
should be a"'are of lhe importance ofshopper
evaluations. Three specific dimensions of
shopper evalualion are considered: fulfilling
purchase needs, overall affective evaluations;
and service evaluations.

"How can background music help
customers 10 fulfill purchase needs'" The
an.<wee; by playing lhe right type of music'
There is .,"me evidence 10 .sugge.sl Ihat
hackground music can have a direct impact
on shopping behavior. Research on the usc of
background music in retail settings indicates
thaI relailers can innuence Ihe amount of
time. and somelimes Ihe amount of money. a
shopper spends by manipulating lhe volume
(Smith and Curnow. 1966) and lempo
(Milliman. 19K2. 1986) of musie_ Playing Ihe
righllype of music may innuence shoppers to
buy more expensive brands (Agmon. 1990)
and purchase more merchandise (Yalch and
Spangenberg. 1990).

AUcmpLs 10 explain such musical effecls
typically lead 10 discussions of the models of
human-environmenl inleraction (also known
as environmental psychology models) which
asscrllhat individuals (shoppers) respond
both voluntarily and involunlmily 10
environmental slimuli (i.e., sights, sounds,
scenls) (Mehrabian and Russell, 1974). In
short. this theory suggests thai environmental
stimUli. in (his case background music, elicit
certain emotional responses. namely p1ea~ure.

arousal, and dominance (PAD) which in lum
mediate a "ariely of "approach-avoidance"
behaviors. In the context of retail sellings,
approach-avoidance behaviors can be
characterized as a general liking of Ihe retail
cnvironment. shopping enjoyment, allilude.,
toward reluming 10 the relail environment.
atlitudes loward others in Ihe environment.
spending behavior, shopping time, alld
exploration of the retail environment
(Donovan and Rossiter. 1982).

Based on lhe human-environment theory.
IWO possible explanation. of musical effects
can be offered. The first possible explanation
would be thallhe combination of
environmental slimuli which an individual
encounters in an environment provides a
certain level of information (Mehrabian and
Rus,"lI. 1974). An increase in Ihe complexity
andlor number of environmental stimuli in
any given situation will lead to an inaca~c in
Ihe level or information provided by the
cnvironmenl which in tum lead., to an
increased I"'el of arousal. Potenlially. both

. volume and lempo contribute informal ion '0
an environmenL It would follow lhat higher
volume levels and faster tempos contribute
higher amounts ofin(ormalion which in lum
lead to increased levels of arousal. &\'eral
sludies lend 10 Supportlhe relationship
belween music and arousal (see Caspy et a/••
1988; Holbrook and Anand, 1990: Rohner
and Miller. 1980) and arousal and shopping
hehavior (Donovan and Rossiler. 19M2). A
.second possible explanation relales to Ihe
pleasure dimension of enVironments. More
specifically, Ihe tempo andlor volume of
background music add 10 or detract frmn the
pleasanmess of an enVironment. whkh in lum
innuences approach-avoidanCA: behaviors
(Holbrook and Anand. 1990). Given Ihe
limited evidence 10 support Ihis explanation.
additional research in thi~ area is needed.

An alternative explanalion for musical
elfeels would be thal individuals adjust their
walking pace. either voluntarily or
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involunlarily. 10 malch Ihe tempo of music
and/or walk fasler in Ihe presence of loud
music. The re",arch conducled in Ihis area
provides some measure of support for Ihis
cxplanalion (Milliman. 1982. 1986; Smith
and Curnow, 1966). In addition, diners have
been observed 10 eal faster in the presence of
fasHempo music (Roballey tl 01., 1973).
However, other relaled research efforts
dcating with the relationship between Ihe
tempo of music and physical outpul (Coutts,
1965) and work OUlpul (Newman tl 01.. 1966)
have failed to establish a link between
musical tempo and pacing or perfonnance.

"How can bilCkground music help a
shopper to have a favorable shopping
experience?" The answer: through its impact
on mood and by reducing psychological
costs! Anolher importanl contribution of
background music would be to facilitate
JX>sitive shopping experiences. Gardner
( 1985) suggeslo,; Ihal consumer behavior allhe
point of purchase is moderated by mood.
Mood Slale al Ihe poim of purchase, and
ullimalely in-store shopping behavior, can be
influcnced by a number of personal and SlOre
related faclors including antecedent
psychological states, retail personnel
(Gardner, 1985), time constraints, shopping
motives (Bellenger and Korgaonkar. 1980)
and crowding (Eroglu and Machleil, 1990).
Background music is one element of the
physical environment that may provide for an
effeclive method of influencing mood states
(Bruner. 1990).

Several srudies indicale Ihal music can
effeclively reduce anxiety (Perelli and
Swenson, 1974; Strallon, 1992), increase
positive mood ratings (Fried and Berkowitz,
1979), alleviate depression (Pignaliello tI 01..

1986), and decrease fnlSlration (Caspy el 01..

1988). Background music can influence
shoppers' perceptions of time and money
.'pcnl (Chebat cl 01., 1993; Yalch and
Spangenberg, 1993) and reduce the stress
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associated with waiting in line (SlraUon.
I992).

Perhaps the besl indication of the impact of
background music on the shopping
experience has been provided by shoppers
themselves. A survey of supennarket
shoppers (Lin!'en, 1975) revealed thaI
supermarket patrons like hearing mu.~ic when
Ihey shop. In addition, many shoppers feel
Ihal by providing music Ihe Slore care.' aboul
its cUSlomers. Many also perceive spending
less time Slanding in line attbe checkoul
counter when music is played (Linsen, 1975).
Supennarkel shoppers also feellhal mllsie
makes shopping a more relaxing experience
and that they spend more time in lhe slore
when (hey Ji!\ten fo music (Keenan and Boisi.
19&9).

In tenns of service evaluations a retailer
could ask "How can background music be
used to improve my service ratingsr' The
answer: through its impacl on employee
perfonnance and shopper service evalualions!
Consumers evaluate shopping experiences
partly on the basis of customer service
(Bitner, 1992). The quality of service
provided by service personnel can be
imporUnl in determining whether or nol a
shopper has a favorable experience. Music
can serve 10 improve employee performance
and demeanor.

The literalUre is replete with reports ciling
improvements in worker productivity and
performance associated with Ihe introduction
of background music. [n general. these
sludies suggest thatlhe use of background
music can increase employee output
(Podolsky, 1965) and reduce employee
absenteeism (Kirkpatrick, 1943). Equally
importaot. employees report thaI they enjoy
their job more and do bener work when
listeniog 10 background music (Newman el

of.. 1966) which can result in higher sales
(Shimp and Rose, 1993). These findings
should be tempered by the fact that
background music may also distract an
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employee from hi. or her dUlies (see Smilh
.nd Morris. 1977) or detracI from lhe quality
of task performance. In general, lIle more
complex Ihe task. the more likely it is thai
mu.ic will serve 10 dislracllhe employee
(Jacoby, 19681.

Background music may influence
shoppers' feelings about service personnel
.Iso. One survey revealed that a majority of
shopper. felt Ihallheir own attilude toward
store employee. improved as a re.sull of
background music (Linsen. 1975). Therefore
relailers may be able 10 enhance employee
cuswmer relation.,hips through the proper use
of background music.

In .,ummary. background music can
influence the amoum of lime and money, both
real and/or perceived. which a shopper spends
in a relail establishment. Background music
may aho serve to reduce counler.productive
psychological stales (e.g. frustralion. anxiety.
depression. ncgative moodl.lhereby
enhancing positive evaluations of the
shopping cxpcrience. Employee-eustomer
relationships and service encounters can
benefil from lhe use of background music
also. Ailihese findings indicate lIlat
background music can influence a shopper's
evalualions of the shopping experience.
which in turn can incre.." Ihe probability of
repeal patronage.

The Relevant Characteristics of
Background Music
Given Ihe potential benefits of background
music, a relailer mighl be prompted to ask
"What Iype of music should I be playingT
The answer 10 this queslion is nOI
straightforward. Given lhe potemial for
influcnce and profilability, it is important 10

understand the nalUre of music and the
spcciric musical charncteristics which are
purported to elicil behavioral responses. More
specifical1y. retailers need fo be aware of lhe

specific manipulable characterislics of music
and how lIlese faclors can influence shopping
behavior, However, of all the Ihings we know
about background music we probably know
the leaSI about characlerizing effeclive
background music. From the music literalure
lwo general calegorie.< of musical
characlerislics can be idenlified: slruclural
(physical) and affective (emolional). In
addiliOilto specific characleristics of music,
relailers sbould be aware that several faclors
may moderate lhe e/fects of anyone of Ibe
.,tructural or affective characteristics on
behavior.

Structural Characleristics ofMusic
The structural characterislics of music are lhe
objective and observable qualities of a
musical composition. Six of Ihe primary
structural dimensions of music are tempo.
volume. mode, pitCh, rhylhm, and h;uTIlony
(Bruner, 1990). There is some evidencc 10

suggesl thai anyone of the various structural
components. in isolation. is capable of
eliciting specific mus'cal effects. Rc.'C'arch
conducted in retail environmenls indicales
Ihat shoppers spend less time. but nOlless
mOlley, in a relail establishment wben lhe
volume of Ihe background is relath'e1y loud
(Smith and Curnow, 1966) and thaI shoppers
spend more time and sometime., more money
in a retail establishment when lIle tempo is
relalively slow (Milliman. 1982, 1986).
Higher tempos and high rhythmic conlenl
also lead 10 an increase in physiological
arousal (Vanderark and Ely, 1993) which i"
associated wilh apprJach.avoidance
behaviors (Mehrabian and Russell. 1974).

There appears to be a general range of
ac<;eptability for musical tempo. Therefore
the degree to which tempo tan be reasonably
manipulated is limited. Listeners tend to
prefer tempos Ihal fan within a range. of 6810
/78 bpm (Kellaris and Altscch, /991). A
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peer and reference groups may have the mosl
influence on musical tastes.

While a musical composition has a
measurable physical realily in lerms of its
slructural characleristics (e.g. rempo, "olume)
it has a cognitive reality also which is the
listener's perception of the physical
characteristics ofa composition. Music can
be interpreted in emotional terms also
(Agmon, 1990). One of the most fundamental
dimensions ofa musical composition is its
emotional tone which is determined in pan by
the physical characteristics of the
composition (Bruner, 19901. Musical
compositions composed in major modes
played at a fast lempo and medium volume
are generally rated as "happy" songs: lunes
written in minor modes played at a slow
tempo and soft volume are generally
considered to be "sad" songs (see Bruncr.
1990).

An individual may evaluate a musical
composition in mOre general emolionnl l<e:rrns
such as liked or disliked or some a1lemati~e

measure of preference (Vanderark and Ely.
(992)~1be degree to which an individual
likes a musical composilion is dependent on a
number of factors including the physical
characteristics of the music (Kellaris, 1992;
Kellaris and Ken~ 1991; Kellari. and Rice,
1993), familiarily with the music (Da~ie ..
1991; Fontaine and Schwalm, 1979: Rohner
and Miller. 1980; Zissman and Neimark,
1990). age of the listener (Holbrook and
Schindler. 1989; Yakh and Spangenberg.
1990). complexity of the music (Burke and
Gridley. 1990), and the listener's cultural
background (Yakh and Spangenberg, 1993).
While the effects of the structural elements of
music remain somewttat ambiguous and
tentative, listeners' response to music that
they prefer is generally favorable (see
Vanderark and Ely, 1993). As a resull.
musical preference may be the key faclor
influencing behavior.

f5sl

musical composition with a tempo falling
below or above Ihis range tends to be
evalualed in negative tenns regardless of the
acceplability of the olher slruclural
characterislics. Preference for a given musical
composition lends 10 increase with tempo up
to approximately 141 bpm (Kellaris and
Allsech. 1992). Listenen; tend to prefer lunes
composed in major rather than minor modes
also (Kellaris and Allsech, 1992; Kellaris and
Kent, 199\).

Affectiv, Cha/ilcte/istics ofMusic
While Ihe effecls of slIch musical
characteristics as tempo. volume, and mode
on COnsumer behavior would seem to be
widely supported. one important musical
dimension is ofl~n overlooked: the listener's
affective evaluations of the music. Typically.
only the musician is cognizant of the precise
levels of Ihe physical characleristics (e.g.
tempo. volume) of a musical composition.
Listeners must provide their own evaluations
of the music. To the average listener, music is
not an objective fact. lnslead. music is
defined in terms of tbe meaning assigned to it
by the listener. which is delermined in part by
the observer's musical culture (Wright. (975).
As a resull, listeners describe music simply in
terms of its cognitive characteristics (Agmon,
1990) andlor its affective qualities (Bruner,
1990).

A listener assigns meaning to a song,
regardless of structural characteristics. on the
basis of his or her musical culture whieh
refers to a collection of musical experiences
(Wright. 1975). These musical experience$
are influenced by members of society - more
specifically. and perhaps more significandy.
by family members, peers, and the mass
media. Because of the significance and
impact of social approval on an individual's
values of all types, it stands to reason lhat
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Factors that Moderate the EHects of
BackgroundMusic
Several factors serve to moderate the effects
of music on behavior. These factors are nOI
inherent or perceived characlerislics of
music. bUI rather siluational characleristics
which develop separately from any given
llIusical composition. These moderating
factors include an individual's gender
(Perelli and Swenson, 1974), musical
!raining (Vanderark and Ely, 1993), personal
associations (Baumgartner, 1992). age
(Holbrook and Schindler. 1989), the malch
between the background music and the
slore's image (Macinnis and Park, 1991),
and le_el of shopper involvement (Bruner.
1990).

In general. males and females respond
differently to similar environmental slimuli
(Mehrabian and Russell. 1974). With respect
10 music. there is evidence to suggest that
male., and female., differ in response 10

music in general (Peretti and Swenson,
1974) and more specifically volume
(Kellaris and Altsech. 1992). Other research
provides evidence Ihal behavioral response
to music varies by Ihe level of the listener's
musicallraining (see Vanderbill and Ely,
1993).

Personal associalions with a musical
composition refers to Ihe degree to which
people can bring to mind personal
experiences thai have become associated
with a piece of music so Ihal hearing lhe
song evokes memories of the original
episode and Ihe mood(s) associated with Ihe
event (Baumgartner, 1992). For inslance. a
musical composition heard at an individual's
graduation. wedding, or some other
significant life event can, on later exposure,
evoke memories (eilher posilive or negalive
or both) of lhe evenl as well as the emolional
stales expericnced. When this relationship
belween tbe music and an episode is fanned
lhe affective characterislics surrounding a

personal experience tend 10 correspond 10

the feelings induced by hearing the piece of
music.

Musical preference lends to vary by age
of lhe listener as well. One sludy revealed
lhal individuals lend 10 show the highest
level of preference for musical compo.,ilions
Ihat were popular when lhey were
approximately 24 years of age (Holbrook
and Schindler. 1989). Songs which were
popular during earlier or laler stagcs in life
are not favored so highly. This would
explain the noslalgic musicallastes of the
baby-boom and elderly segmenls and the
popularity of "oldies" radio fonnats.

Another moderating faclor may be Ihe fit
(malch) between the background music and
lhe retaiVserviee environment (Macinnis and
Park, 1991). The term "fil," used previously
in lerms of assessing the effeclS of
background music in advertising (Boz.man eI

al.. 1994). refers 10 the degree 10 which Ihe
characleristics of a musical composilion are
consistent with the Characteristics of lhe
environment. For instance, Beethoven's
(1802) "Moonlighr" Sonara, while filling the
image of an upscale bookstore, may nOl fil
with Ihe almospheric scheme of a Walmart
or Kmart. In a related veio. individuals may
tend to be prejudiced againsl certain sl)'Ie.~

of music. For instance, older individuals can
be somewhat prejudiced against
conlemporary rock-and-roll music despite
the quality with which the song is performed
or any of the composition's structural
characteristics.

Level and lype of inNolvement as well as
shopping motives may moderate the effects
of background music. Background music is
more likely to be innuential for shoppers
Wilh a high level of affective or low level of
cognitive involvement with a retailer's
product olTerings (Bruner. 1990).
AddiIionally, owing 10 the varying nalUre of
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motives, some shoppers may be more readily
inOueneed by background music lhan others.

Determining the Appropriate Background
Music
Table I is an attempt 10 summarize lhe
previously discussed literature in a simplified
grid organizational pallern. Lillle is.known
about lhe slruclUral characterislics of music
and their innuence on the behaviors of retail
customers. with lhe exceplion of lempo and
volume, and many gaps e.isl in Ihe exlanl
IileralUre dealing with musical effecLs in
general. Consequently. owing 10 the Iimiled
volume of research on background music al
the point of purchase. selecling Ihe
appropriate background music can be
difficult. However, some general guidelines
can be offered. Bul first a word of warning.
Retailers should resislthe temptalion 10 elicit
specific shopping behaviors by manipulating
single characteristics (e.g. tempo. volume) of
background music. Previous research dealing
with the slruclural components of music (e.g.
lempo. volume) may not have provided

adequate control for other. perhaps more
innuential, characteristics of the music. For
inslance, Milliman (1982, 1986) manipulated
tempo by sele<:ling different musical
compositions originally recorded at either
slow or fasltempos. The remaining
characleristics, orher than volume (e.g. mode.
timbre, pilch, familiarily, preference), were
nOl controlled, Ihus making il dimcullto
isolate true tempo effeelS. As a result, the
observed effecls may have occurred owing to
uncontrolled changes in the olher struclurel or
affective characleristic.s of the music. More
extensive research in this area is needed
before reaching any specific conclusions
aboutlhe effects of any individual struclUral
component. However. musical preference
does appear to provide some empirical ba.'is
for arriving at lentalive conclusions.
Consequently, we would suggest basing
choice on general musical preferences of
target customers rather than lndivldual
characteristics of music.

As a firsl step in determining lhe most
appropriale background music, a retailer musl

Shopper beha\'iour
Store image
Shopper mood
Emptoyee performance
Employee/service

evalualions
Psychological co,ts
lime spent
Purcha!:e amount
Patronage

Mu&kal facton;
Struclllr.ll Affec.i ve

--
Tempo Volume Mode Pitch Rhythm Harmony Preference

*
*
*

*+
** X

i
Key:
+ Positive relalionship
- Negative relationship
X Tested but no relationship
Empty cell - no known lest of relationship

Tabl.l.
Summary of Emp;,ieal Testing 01 Retail Music and Shopper Interaction
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carefully define Ihe selecled target market and
Ihe ~pecifics of lhis market including age,
income, educalion, gender, marital status.
ethnic background. and familiarily wilh the
musi<;. MOSl of litis information can be
oblained by examining CUSlomer record~
andlor by conducting cuslomer and markel
surveys. Desired retail posilion through
atmosphere and image musl be defined and
the product offerings and type of store

personnel and level of service also need to be
considered in the store music selection
decision.

Table II iIIusliales lhe musical preferences,
expressed in termS of types of music (e.g.
country, adull conlemporary. golden oldies),
of several demographie segments. People in
Ihe 35 and older age groups mostly prefer
country music followed by adult
contemporary. Similarly, people in Ihe 25·10'

Demographic characteristics Mosl preferred' Least preferred

Age 45 or older 1,2 4
3S to 44 1.2 7
2S to 34 1.3 1
181024 4,3 1

Income SSOk or more 2.1 8
$49,999 or betow 1.2 1

Education Graduated college 2.1 8• Graduated high school 1,2 4"
Gender Female 1,2 4

Male 1,3 9
M~rilal Single 3.4 7
slaWs Manied 1,2 9

Elhnic While 1,2 8
background African-American 8,4 4

Spanish-speaking 4.1 1

Food store Gounnet food slore 2,1 4
Supermarket 1,2 9
Frozen yogurt shop 2,1 4
lce<ream shop 1,2 9
Pizza re$lauran~ 1.2 9
Chinese restaurants 2.1 9

RestauranlS Shoncy's 1,2 6
Big Boy 4.1 8
Sizzter 2,1 9
Western Sil'lin' 1.2 1
Ponderosa 2,1 9
TGI Friday's 2.1 1

Nous:
aIn orde~ of preference
1~ Country; 2 ~ Adult contemporary; 3 = Contemporary rock; 4 = CHRlrock; 5 '" Golden oldies
6 ~ Classical; 7 '" No'talgia; 8 ~ Religious; 9 ~ Urban contemporary; 10 = Easy listening

• Source: Simmon's Market Research Bureau (1991).

Tlblell.
Sample listing of Musical Preference bV Demographic Segment Ind Store TVPt

f5sl
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34-year age group lend to prefer counuy
music but like contemporary rock second.
People under the age of 25 prefer 10 lislen 10

contemporary rock Ihan to any other type.
The 45 and older age group lends 10 lislen 10

contemporary rock and urban contemporary
music leasl and those in the 18-to-44 age
range leasl prefer noslalgia and easy lislening
music..

With respect to income and education,
people with incomes of $50,000 or more
andlor college educations tend to prefer adult
contemporary first and country music second
and leasl prefer urban conlemporary. People
with household incomes below $50,000
:.lndlor only high school edw::alions are just
the reverse, preferring country first and adult
comemporal)' second. Olher research
indicates thai preference for classical music
tends to increase with income (CUller, 1989).
Both males and females prefer COUOlI)' music
mas!. Males. however, show the next highest
level of preference for contemporary rock,
while females prefer adult contemporary 10

conlemporary rock. Married individuals
prefer counlry music. while singles Iislen 10

conlemporary rock most oflen.
The information provided in Table II, while

highly aggregated, allows for some genenl
recommendalions regarding lhe most
appropriate type(s) of background music.
Relailers catering primarily to customers Over
the age of 25 should play eounuy or adult
contemporary music or some combination of
the two. Upper-income. college-educated
individuals lend to prefer the Top 40 above
the other types, although classical music may
be acceptable in SOme relllil settings. Retailen;
calering primarily 10 consumen; under the age
of 25 should play classic or eonlemporary
rock music and avoid nostalgia and easy
lislening music. In addition, relailen; who
wish 10 attract younger single individuals
may wish 10 provide some contemporary
rock.

Selecting the mosl approprialc Iype of
background music is somewhat slIaight-

forward for relllilen; with narrowly defined
target markets. However, mass merchandisers
cater to mu Itiple. often diverse, market
segments. Consequently. mass merchandisen;
must determine the type(s) of music which
will have the broadest appeal. Based On the
information provided in Table Illhe type of
music with the most universal appeal seems
10 be adult contemporary music, .., most of
the demographic segment groups mentioned
above named popular music as one of lhe two
most preferred types of music. Consequently,
retail= who tend to draw from a rather broad
and dive= consumer base should play adult
conlemporary music primarily. However.
eQunuy is rapidly becoming the music or
choice for the majorilY of Americans
(Goeme. 1992). Ihus making it increasingly
acceplable for use by mass merchandisers or
any retailer who draws from a diverse
populalion_

Efforts should be made to delennine the
elhnic characteristics of target segment.. also.
Musical tastes vary by culture (Wright, 1975),
and culture often varies by elhnic
background. Therefore background music
should also rellcetthe ethnic backgrounds of
shoppen;. One of the fastest-growing ethnic
grotipS in the USA is the Hispanic population.
Many retail marleets, especially those in
larger metropolitan areas, are witnessing
substantial growth in the number of people of
Spanish origio. Retailen; in such markets or
any other marlcet where large segments of the
population are ofdiverse ethnic backgrounds
should uy to find music thai appeals to lhe
musical tastes of their market. Table II
illustrates the diven;ity of musical preference
among three of the most prominent ethnic
groups in the USA: whites, African
Americans, and Spanish-speaking cultures.
African-Americans mostly prefer urban
contemporary music, while Whites prefer
counll)' music and Spanish-speaking
individuab prefer conlemponuy rock.
However, reUlilers catering predominantly to

[591
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African-Amcriean or Spanish-speaking
clienteles may wish 10 play music of special
interest to these groups (e.g. R&D. soul.
salsa. merengue. latin rock).

It should be nOled that musical preference.~

can vary by Slore lYpe. For inslance, Table II
show, lhal lhe majorily of people wbo shop at
gourmct food stores and visit frozen yogurt
shops prerer lislening to aduh contemporary
music and like CHRlrock leasl. while those
who shop primarily at supermarkets and visil
ice·crcam parlors prefer country mosl and
easy Iislening least. Table II also shows Ihat
people who frequent Shoney's reslaurants
prefer counlry music most and c1assicallcasl.
while lho,", who frequently dine at Big Boy
restaurants. a similar restaurant format, prefer
CHRlrock mosl and urban contemporary
Ie..!. Table II illuslralcs ,e,eral olher notable
differences among lhe musical preferences of
rcstauranl palrons.

Retailers must also ensure thallhe
background music selection "fits" the image
of lhe store. While a Bar-b-que restaurant's
clientele may be primarily white. upper
income, and college~educaled. classical or
aduh comemporary music may nOI match the
atmosphere or image whicb the restauranl is
lrying \0 convey. Rhylhm and blues or soul
may provide a bener fit wilh tbe product
offering and tbe desired image of the retailer.

After determining tbe most appropriate
type of music to play based on cuslomer and
slore characteristics, relailers must tben selecl
specific musical compositions. There are
several things 10 consider when se1ecting
musical compositions regardless of Ihe type
or slyle of music played. Firsl, preference for
any given tune tends to be closely related to
familiarily: lhe more familiar Ihe Iislener is
with a lune, lhe more probable it is that he or
she will like it (Zissman and Neimarlc, 1990).
Consequenlly, retailers should always play
lunes wilh which shoppers are likely 10 be
familiar. Second. Ihere lends 10 be an inverted
V-shaped relationship belween familiarity

with a lune and preference (or the tunc
(Heyduk. 1975). More speci fically. a
listener's preference for a musical
composition tends to increa~ Wilh Ihe
number ofexposures up 10 a poinl afler which
preference begins to decline with each
successive exposure. Therefore retailers
should vary their background music
alternaling between one sel of lunes or type
of music and another on a regular basis. lillie
evidence exislS to indicale the optimal
number of exposures. However, research
done in this area indicates lhal preference
tends to decline substantially after six or
seven exposures (Davies. 19911.

Third. musical response lends 10 vary by
sex. Females lend 10 prefer slower. softer
music (Slipp, 1990) and males lend 10 prefer
faster. louder music regardless of Ihe (ype.
Consequently. the background music ,hould
also rr:flecllhc gender compo!':ition of larget
segmenls. Finally, relailers should
periodically conduct formal or informal
cuslomer surveys to monilor the efficacy of
their musical selec:tioos.

It is imponantto define whal is meant by
the term "popular" music. Whal is popular to
one individual or group of individuals may
nor be popular (0 anorher. This is wh)' we see
a wide variely of "popular" radio music
formats. Typically, the term popular is applied
to alliunes wbich are accepted by the bulk of
Ihe populalionat any given point in time:
such as Billboard magazines Top 411. Each
monlhlyear a new sel of conlemporory
popular tunes emerge.s. Afler a period of time.
a "popular"tune ceases to be contemporary
and is moved into tbel'oldies' category of
popular music. Tunes thaI were popular in lhe
194& and early 1950s are referred 10 as
"adult standards." "Oldies" (ormats generally
consist of tunes popular from the mid-1950s
to the I970s or some infermediale runge
therein and "classic rock" refers to music
popolar in the 197&. Current popular music
is uwaJly referred 10 as "conlemporJry" or

f60l, ,
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"Top 40." Therefore "popular" music
includes both contemporary and "oldies"
popular mu,ic. Preference for one or more of
these "popular" formals varies by age of lhe
Iislcner. For in'tance. fans of "oldies" and
"c1assic rock" music tend to be between the
ages of 35 and 44 (Slipp. 1990).

Conclusion
In summarizing Ihe available informalion
regarding the use of background music
several points Sland oul. Firsl. background
music can be used as an aid to defining or
enhancing relailer image (Langrehr. 1991).
The magnitude of the impact of background
music on retailer image and store selection is
likely to vary somewhat by the nature of the
retail or service selling. Atmosphere may play
a key role in lhe seleclion of a full-service
reSlauranl. but play only a minor. if any. role
io the selection of a supermarket. Second.
lhere is limited evidence to suggest that
specific characleristics of background music
c~n be manipulated so as to influence such
behaviors as shopping time and expenditures.
There i.~ more extensive evidence 10 suggest
Ihal background music can be used to offset
detrimental antecedent mood slales and
influence shopper mood states at Ihe point of
purchase, Under celtain condilions
background music may serve lO improve
employee performance and demeanor and
shoppers' evaluations of service personnel.

Several musical characterislics may act
either singly or in combinalion to elicit
behavioral responses. Tempo. volume. pilch.
mode. harmony. rhythm. and affective
evaluation serve as key musical
characteristics. A lislener's ovemll preference
for a given musical selection or collection of
songs may contribute more to behavioral
response than the other faclors and. as SUCh.
may provide the most logical bases for
background music selection. Musical
preference appears to vary by age. income.

cducalion. gender, marital stalus. and elhnic
background. The suggeslions for selecting Ihe
appropriate music provided above should be
considered simply as general guideline•.
Retailers are strongly encouraged to survey
the musical preferences of their cuslomers, as
this will provide more accurate decision
ralionale.

The importance. impact. and applications
of background music are certainly not limited
to traditional retail settings nor are thesc
coneepls limited 10 the usc.< prescribed ahove.
The,. concepLs apply equally to many
different types of retail setting as well as
many service settings. Waiting-rooms ill
medical offices. customer service areas in
dry-deaner.;. service queues at sporting
evenls and entertainment parks can also
benefit from the use of appropriate
background music.

Today's relailer is better equipped in terms
of \:aricty and Icchnology to provide the
appropriale music at the appropriale place.
For instance. retailers subseribing 10 satellite
mu.ic services, such as those offered b>
Muzak or AEr. can select from a wide range
of different musical fonnats including
environmental background music (also
known as "elevator music"). rock-and-roll,
and classical. To further the selection. some
busine.« music services also offer on-location
tapes which provide a wide variely of 1t'SS
popular musical formats (e.g. European
popular, salsa, rhythm and blues). Store PA
syslems can even be set up to broadcast
different formats simultaneously in different
departmenls or areas of a store 10 appeal to

distinct shopper segments. Dayparting allows
retailer-. to vary the fontiat of the background
music by time of day to conform In Ihe laSles
of different demographic segments_ A roc\.;
and-roll for.mal can be broadcast in the
afternoon hours 10 appeal 10 the after-school
crowd and changed to an "oldies" or country
(ormat for an older evening crowd.

•

•
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Suggestions for Future Research
Research on the effects of music on consumer
behavior althe poinl of purchase is in ils
infancy. The handful of sludies conducted on
this lopic provides some useful informalion
for retailers and service providers, yet does
nOI come close to providing Ihe level of
informalion needed to use background music
to ils fullest polential. Several areas need
addressing. First, background music can
figure prominently in consumers' perceptions
of relailer image. More specifically,
consumers develop images of a relailer based
in p<.lrt on atmosphere. Consequently,
background music. a somewhat readily
manipulable atmospheric variable, may
influence retail image. Despite the potentia]
for influt::ncc, no studies have been conducted
on the link between background music and
retailer image or Ihe level of innuence which
a relaiJer"s background music scl"tion would
have on store selection decisions. Musical
efrecls on image and consumer localion
decil\ion would. in all probability, vary in
magnilude by lhe nalUre of the retail service
offered and lhe relative imporlance of retail
atmosphere. These issues need additional
research.

Second, consumer research indicates a
direct relalionship between Iwo specific
Slfuclural characteristics of music (i.e., lempo
and volume) and behavior. Additional
research is needed to confirm Ihe findings of
previous research and to explore the
relationships between Ihe remaining four
struclural characteristics of music (e.g. pitch.
mode. harmony. and rhythm) and shopping
behaviors.

The psychology lileralure provides
evidence that music influences mood.
However, the role of mood at the point of
purchase has nol received substantial
allenlion (Bruner, 1990). Future research
should include analyses of the relationship
belwcen mood and shopping behavior, and

also Ihe impaci of background music on
mood allhe poinl or purchase. Background
music appears to have a positive effect on
service personnel and shoppers' evalualions
of service. However, more research is needed
in this area also.

Relailer.; need 10 know more aboul how to
select Ihe appropriate background music ror
Iheir establi,hment(s). More .specifically,
research is needed 10 determine the optimal
combination of musical characleristic. for
any given retail environmen!. Anolher issu~
to be resolved is the relative contribution of
musical preference loward delermining relail
behavior. FUlUre research should also seck to
identiry similarities in musical preferences
among specific demographic/psychographic
shopper segments. Finally, research is needed
to delermine the relationship belwecn
background music and shoppers' tendency 10

return 10 the rclail establishment llong-term
patronage). The issue (0 be examined is lhe
role of background music in determining
whether or not a shopper will return 10 any
given retail establishment

o
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RESTAURANT MANAGER CONTRC

•
Study Shows, Music Tempo can Meet Profits.

FOR PUBLIC INSPECTION

This detailed study, independently conducted by the well-known marketing
specialist Dr. Ronald E. Milliman shows Ihat music tempo voriotions can aud do
significantly conlrollhe poce of resloumnt patrons and dDIIDr sDles volume. The
results are conclusive: Music tempo. in non~academic terms. si'gnificantly
affects the pace at which restaurant patrons consume food and drink ... and how
much fhey IviII order. And since music is an almospheric \Iariahle readily
controlled by restaurant management. the moral for modern managers is clearly
this: rOll can tailor the tempo of your operation's background music to be
carefully keyed (0 your business goals! You may wish. for example to:

• Speed up patrons, especially during lunch-or dinner
hour peak periods to maximize profit and lurnO\'er.

-or-
, You may wish to slow down patrons with a soothing

tempo in situations (or in a differenl room) Ihal sels the
mood for ordering another cocktail or after-dinner drink
(both high-margin items.)

So you can, with music, favorably influence patron's beha\'io~. You can in effect
set Ihe paceol which dollars jlOIl' intD ),our pockel with music .... It's like making
money out of thin airt

Research Design
Dr. Milliman's sludy, Background Music As /I Affecls Reslourant POlrDns. was
conducted in an up·scale. medium-sized (112 seats) restaurant over a period of
eight consecutive weekends, \,\'ith maximum control of variables.

A pre-Iesl of music variables, both slo\l' and fasl tempo. make il clear Ihat the
definitions of "slow" and "fast"' are highJy relalh'e, primarily to age of patron
bul also to other demographic and geographic characteristics of the palrons. It is
because of these subtle factors, and other reasons, that proCessional music selee·
tion for clear business reasons is best left to professionals in the field .... 1f not.
Ihe results can often be disasterous. and c1earl\' counterproductive! Additional
conlrol faclors. for lest purposes included: .

. The use of instrumental music selections only.
, Random assignment of the orderof musical presentation.

-and-
A constant \'olume le\'el throughout the experimental
period. (The I'Dlume le\'el. though clearly audible from
all parts of the restaurant. was perceived by patrons as
being soft, background music.) I

The experimental treatments of this study. in simple terms of s1m\' lempo or fast
tempo music were found to ha\'e significant effect upon these restaurant busi
ness situations:

1. The waiting time, prior to seating patrons at an a\'ailable
lable.

•

•
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S GROSS MARGINS WITH . ..MUSIC!

• 2. The amounl of time required by restauranl employees 10
take, prepare and ser\'e patron's orders.

3.Classic lurnover: The lime taken by patrons to finish
Iheir meals and relinquish their lables once they've been
served.

4. The dollar amount of food served per itemized statement.
5. The dollar amounl of bar purchases per ilemized

statement.
6. The number of people lor groups) who leave the reslau

rani before being seated. ralher than wailing for a table.

-and-
7. The estimated gross margin (gross sales minus food and

beverage cost) of Ihe restaurant during the tesl period.

Key Results ofthe Study

• Slow tempo music tended to increase waiting lime to be seated by as much as
one-third.

· Once served, table turnover was slowed by slow tempo music ...and was
significantly improved (speeded up) by fast lempo music.

·however-
In the bar a.-ca, slower tempo music encouraged the ordering and consump
lion of more than three additional land highly profitable!) drinks per group.

-and.
· Gross sales could be punched up for an average extra $7.21 per customer

group with the right musical controls.

Conclusions: What the Study Means for You.

•

It means Ihat you can profit from carefully selected background music. It
means that you, tOOt can literally make money oul of thin air. In this specific
study. background music reduced waiting time before being seated (iflhat was
the business objective!). In this study. it was shown thaI significantly more
dollars were spent on bar orders wilh slow tempo background music. And that
the slow tempo music could produce a higher estimated gross margin. In the
bar area, slow tempo music generated mor~ high-profil drink orders ....While
faster tempo music promoted more rapid turnover at lhe dining tables, and
could be used accordingly. Thus, Dr. Milliman's independent stu"y clearly
demonstrates how the proper music and tempo selection can dramatically
effect restaurant/bar efficiency and gross profits in such a significant way that
it oughl to be used as a management tool, By expertly malcbing the music to
business objectives, you can-and will-increase the nct profits in your
operation .

. ----._---~-- -----_.------_.--------
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9'iusic on the 9"Jenu

by Ronald E. Milliman

ALLEGED ATTRIBUTES Of BACKGROUND MUSIC

Figure I

Mokes the work environment more pleownl (Davies 1978)

Stimulate} cuslomer purc:hcsing (Davies 1978)
Improves store image (Burleson 1979)
Makes workers happier (Uhrbrock 1961)

Increases quantity of worker output (Rou 1966)

Improves quolity of worker oUlput (Rou 1966)
ImprOYcs employee oHiludes (8royfield ond Corckett 1955)

Reduce5 obsenleehm (Roberh 1959)

Reduces turnover (Roberh 1959)

Helps to level out noise peaks (Woller 1971)
Reduce) employee fatigue and boredom (Ro~rh 1959)
Coob down lemperomentol workers (Wolter 1971)
Improve) milk and eg9 produclivily 01 cows and chic:kem (Arndl \96-4)•

T
here is ver~ lillie published
empirical research on Ihe
effecls of background
music upon behavior,
Ihough many claims are

made, especially by Ihe firms mar
keting programmed background
music systems. For a parliat lisl of
the alleged attributes of background
music, see Fi£ure 1.

There are, however, two empirical
studies thai employed experimenlal
designs under reasonably controlled
conditions, and that examined the
effecls of background music on
consumer behavior. The firsl of these
studies used "music loudness" as
the independent variable. Music
was varied from loud to soft in eight
counterbalanced experimental ses
sions in two large supermarkets. It
was 'found that significantly less
time was spent in the slores during
Ihe loud sessions and the rale of
spending was also greater during the
loud sessions (Smith and Curnow
1966).

Another study conducted by Milli
man (l9B2) used music tempo as
the independent variable, slow
tempo (72 or fewer beats per min
utel and fast tempo (94 or more
beats per minutel. The experimental
setting was a medium-sized super
market. It was found that the' slow
tempo background music produced
a signilieantly slower pace of in
store trallic flow and a significantly
greater sales volume when com
pared with the fast tempo music.

Dr. Milliman is Associate Pro
fessor of Markeling, College of
Business Administration,
Loyola University, New
Orleans, Louisiana. The author
wishes to acknowledge the val
uable suggestions and encour
agement given by the LoyD/a
Universify College 0' Business
Facully and the contribulions
of his wonderful wife, Palma,
who serves as his tireless
assislant, critic, and eyes.

The findings also revealed some·
Ihing less than a lolal can·
sciousness of Ihe musie, implying
possible subconscious motivational
effecls. '

Effecls of Backrround Music on
Reslauranl Cuslomers

From Ihe foregoing studies, it is
apparent background music can sig·
nificantly influence the in-store
shopping behavior of consumers. It
was also suggested by these stud ies
that the background music must be
carefully matched 10 the objeclives
of the business; that is, the type of
music that works for one business
may be counter productive in
another.

A restaurant, for instance, might
want to speed people up during the
lunch hour rush, especially if its
seating capacily is quite limited. In
still other situations, such a busi·
ness may prefer to slow people
down, making it appear busier than
it might otherwise appear, or per·
haps for some other reasons.

Hence, the cooperation of a res·
taurant's management was sought in
order to investigate the possible
effects of background music upon
its customers. The owner/manager
of a medium-size, 112-seat restau
rant was approached about sponsor-

ing the experiment. He accepted
enthusiastica lIy. Based upon the
researcher's observations, the res
taurant appeared as a high quality,
attractively decorated, above aver·
age priced business that appealed to
mostly middle-aged people who
were in the upper middle income
brackets. It is crowded every eve
ning but packed beyond capacity on
Friday and Saturday nights, requir
ing a wait of from thirty minutes to
over an hour before being sealed.
Management's patron analysis dis
closed that most of the customers
came in small groups, averaging
4.25 people; 77% drank alcoholic
beverages. The objective of this
study, therefore, was to determine if
background music could be manip
ulated to affect the behavior of
restaurant customers in a way that
would contribute to the altainment
of management's objectives, i.e., to
maximize profits.

Research Desi~n

Towards this Objective, a repli
cated, randomized block experimen
tal design with controls was
employed to investigate the effects
of two different ;reatmenls (inde
pendent variable) upon the behavior
of restaurant customers:

1. Slow tempo background music
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(desipnated M I ).

2. Fast tempo background music
(de~i!:!nated M1 ).

Music tempo was chosen as the
independent variable of this study in
order to build a more in-depth body
of knowledge exlendin!L1rom this
author's previous study, cited earlier
in this paper (Milliman 19B2).

In the research. the days, Friday
and Saturday, lorm the "experimen
tal block" to which the two treat
ment levels were randomly
assigned. All observations and data
were recorded in the' evenings of
these two days and over eight con·
secutive weekends, making sixteen
days in all. Additionally, all
exogenous lactors that might eflect
the results 01 this study were kept as
constant as possible O.e.,
atmospheric conditions, employee
assignments, etc.~ As a malter 01
policy, only experienced employees
were allowed to work during the
peak trallip periods, such as Friday
and Saturday nighls, thus, eliminat
ing the possibility of inexperienced
workers aflecting the data. As a
further precaution, only the restau
rant's management knew 01 the
research project, thereby minimiz
ing "observer intervention bias. ,.

DefiniliDn Df the I.dependent Variable
A pre-test of the music variables,

slow tempo and fast tempo, made it
clear that the definitions of these
terms are highly relative, primarily
to age but also to some other
demographic characteristics of lhe
perceiver. Therefore, prior to the
beginning 01 the experiment, itself,
a survey of the restaurant's custom
erS was taken, in an attempt to
define these variables. 227 ran
domly chosen diners were used.
These were individuals selected
inside the restaurant on Friday and
Saturday evenings, representing the
type 01 cuslomers that would subse
quently be used as the subjects in
this experimenl. Several instrumen·
tal musical pieces were played dur
ing the evenings. each 01 which have
a different tempo. ranging from
approximately 50 to over 100 beals
per minute (BPM). The SUbjects
selected were asked: wDo you can·
sider the music playing righl now as
sloVi tempo, fast tempo. Dr in
between slow and last tempo
music?"

From these responses, it was
determined that the type 01 peopte
patronizing this parlicular restau~

(l'tltllilfV 1984

rant perceived slow tempo music as
having 72 Dr lewer BPM, with an
average 01 63. In like manner. Ihey
perceived fast tempo music as hav
ing 92 or more BPM with an average
of 107. The "in between' slow and·
last tempo" category was used only
to help isolate and reline the delini
tions 01 the two levels ot the inde
pendent variable.

It should also be pointed out that
in this experiment only instrumental
selections were employed, II was
believed that using exclusively
instrumental pieces would allow lor
greater control over the music varia
bles, as no consideration had to be
given to lemale versus male vocalist,
to well known or popular verus lesser
known or less popular artists, etc.
Both M, and M, consisted 01 40
dillerent instrumental musical
seleclions. The order of presentation
lor the different pieces was ran
domly assigned. In addition, the
music selected tended to accentu·
ate the rhythm or cadence enough
so that, while not dominant, il was
easily discerned. Further, as a result
01 the findings of previously cited
research (Smith and Curnow 1966),
the volume of the music was main·
tained at a constant level throughout
the sixteen·day experimental period.
The music's volume level was set 10

, be perceived as solt background
music, though clearly audible trom
all parts 01 Ihe restaurant. Each 01
the experimental treatments was run
through its entire assigned evening
(from opening to Closing, 5;00 PM
to 11:00 PM), without intermission.

Research Hypotheses
After defining the reialive param

eters 01 lhe experimental treat
menls, seven dependent variables
were selected to sludy, around
which lhe lollowing hypotheses were
lormulated. These hypotheses are
stated in positive lorm lor reader
convenience and ease of under
standing of the research lindings
presented later in this paper. The
experimental treatments of this
study, slow tempo and fast tempo
background music, will have a sig
nificant effect upon:

1. the waiting' time before cus
tomers are seated at an available
lable;

2. the amount of time consumed
by restaurant employees to take,
prepare, and serve customers'
ordersj

3. the time it takes customers to
finish their meals and relinquish
their lables once they are served;

4. the dollar amount of food pur
chased per itemized statementj

5. the dollar amount of bar pur
chases per itemized statement;

6. the number ot people (or
groups of people who are obviously

I together) who leave the restaurant

I
I belore being seated, ralher than

waiting lor a table;
7. the estimated gross margin

(gross sales minus lood and bev
erage cost) 01 the reslaurant lor lhe
sixteen day expertimental period.
Data Colleclion

As part ot management's regular
inlormation system, the host or
hostess was required to note Ihe
time when lirst pulling a customer's
name on the waiting list and the
time when the customer was seated.
In like manner, the employee made
a notation Indicating if a customer
lelt belore being seated. Thus, Irom
these records it was quite easy to
colieel the required data for hypoth·
eses 1 and 6-waiting lime belore
being seated and number ot cus
tomer groups leaving before being
sealed.

Data required lor hypotheses 2
and 3 were obtained by placing
observers in the restauranL These
observers, all university graduate
stUdents, appeared as regUlar cus
tomers accompanied by a spouse,
date, or Iriend. While dining, how
ever, they inconspicuously recorded
how long it look all custmers to be
served (inclUding Ihemselvesl, and
how long it took all customers
between 7;00 and 9;00 PM 10

,

•

•

•
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complete their dinners and relin·
qUish their tabies once tney were
served.

For hypotheses 4. 5. and 7, data
were obtained direclly from the

•

mized statements which listed a
arate total for food and bar

.narges along with a grand total.
On Friday and Saturday nights.

the restaurant's hours were from
5:00 PM to 11 :00 PM. All "wailing
time before seating" data and all
itemized statements were used in
lhe analysis for each of the sixteen
nights of the experiment. This
yielded a total of 1.392 customer
groups. The. observers. however,
recorded their data from 7:00 PM to
9:00 PM each Friday and Saturday
evening for the eight weekends of
the study, yielding 644 observed
customer groups.

The procedure used to analyze the
data collected for hypotheses I, 2,
3, 4, 5 and 7 was the test. It was
both adequate and appropriate,
given the type of data. However, for
hypothesis 6, it was necessary to
use the chi-square test, due to the
different nature of the data (fre
quencies). The 0.05 level of signifi·
cance was used as the "acceplance
criterion" for all tests, lhough, for
~rllical reader, Ihe actual proba
~s are also regorted.
""dings of lhls Research

Over the eight days the slow
tempo music was played, the aver
age waiting time per group before
being seated was 47 minutes
(1'1 = 558). This is compared to a
waiting time of 34 minutes over the
eight days the last tempo back
ground music was played (1'/ = 456).
This average difference of 9 min
utes tested highly significant
(P = 0.0086). ThUS, it is concluded
that the average waiting time associ·
ated with treatment M, was signifi
cantly less than. for M.. and
hypothesis 1, therefore, was
accepted.

Further, once the customers were
seated, it took an average of 29
minutes to be served with treatment
M, (1'1=594) compared to 27 min
utes under treatment M, (1'/=494).
This difference of 2 minutes tested
quite insignificant (P = 0.820).
Thus. a difference of such small

,,
'tude is likely to be by chance.

. ypothesis 2 was rejected as
. . From this Iinding, il would
appear lhe background music had
no significant influence on (he res
taurant's employees,

FOR PUBLIC INSPECTION

However, once the faod was
served, the customers eating while
the slow tempo music was playing
took signilicantly more time to com
plele their dinners and. leave
(P=O.0023). For treatment M .. the
average time was 56 minutes
(N = 594) compared with 45 min·
utes for M, (N =494). Therefore,
based upon these findings, it was
concluded that the slower tempo
background music slowed the diners
while the faster tempo music signifi
cantly quickened lheir eating time.
Thus, hypothesis 3 was accepted.

When analyzing lhe data recorded
from the itemized statements ltotal
N = 1,392), it was determined that
the average dollar amount spenl on
food per customer group under
treatment M, was $55.81 (N = 764)
compared with an average of
$55.12 for M, (N = 628). This dif
ference is not. however, statistically
significant (P = 0.841). Therefore,
hypothesis 4 was rejected as staled;
that is: the background music had
no significant effects upon the dollar
amount spent on food in this spe
cific research siluation.

However, when analyzing the
expenditures, for "bar goodies," the
findings were quite different. It
seems that with treatment M.. the
average dollar amount of bar
charges pe"r customer group was
$30.47 (N = 590) compared with
$21.62 lor those under treatment
M, (N = 482), This is an average
difference of $8.85. which is highly
significant IP = 0.0013). Therefore.
it was concluded that Ihe slower
tempo background music encour
aged customers 10 drink an average
of 3.04 drinks more per customer
group. Therefore, hypothesis 5 was
accepted.

Over the duration of the experi·
menl, with treatment M,. a total of
854 customer groups enlered lhe
restaurant; 764 stayed while 90 left
before being seated. In comparison
with treatment M,. a lotal of 714
customer groups entered Ihe restau
rant; 628 stayed while 86 letl
before being seated. When compar·
ing the number that stayed with
each Ireatmenl variation. and Ihe
number that lell with each treat
menl variation, no significant dif·
ferences were found (P=.333 chi
square ~ .8804 with I dO. There
fore. Ihe slightly shorter wailing
time belore being seated associated
with the faster tempo background

", .. ""t .1: ('.,,,,,,,,,,,,,. .""""

music exhibi.ted no significa nt
effects upon lhe decision to wait tor
a table or leave the restauranl. With
this finding. hypothesis 6 was
rejeeled.

Again. from the itemized state
ments, the gross sales for both food
and lhe bar were recorded for each
treatment. From Ihis data, the esti·
mated gross margins were calcu
lated. Management figured their
food cosl (as a percentage of sales)
at 42% with their beverage cost at
23%. With these figures, lhe esti
mated gross margin per itemized
statement averaged $55.63 for M,
(N = 764) and $48.62 M,
IN =628). This is an average dif
ference of $7.21 per itemized state'
ment or cuslomer group, which was
highly significant (P = 0.025).
Therefore, hypothesis 7 was
accepted. It mighl also be polnled
out thai the eslimated total gross
margin for both treatments com
bined was $73,187.48. However. it
would also appear that if the 628
customer groups reeorded for treat
ment Mz had, instead, received
treatment M.. the total gross margin
then would have approximated
$77 ,715.36 or a $4,527.88
increase over the obtained figure.
This is an impressive amount it the
dominant objective of the business
is to maximize the boltom line of the
income statement.

Summary and Conclusions
To summarize:
I. The faster tempo background

music significanlly reduced the
waiting time before being 'sealed
to a table.

2. The lempo of Ihe' background
music exhibited no significanl
influence on the speed with
which customer's orders were
handled by Ihe employees.

3. The slower tempo background
music was associated wilh cus
tomers taking more time to com
plete lheir meals and leave their
tables.

4. The tempo of the background
music ~xhibited no significant
effects on Ihe average dollar
amount of food ordered.

5. Significanlly more dollars were
spent on bar orders with the slow
tempo background music.

6. There was no significanl dif
ference found in the number of
persons leaving the restaurant
before being seated.

7. A significant difference was
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c.iata i- that is, the slow tempo
ba-c·...ground music produced a
significantly higher estimated
gross margin.

It can be conduded that while both
experimental treatments produced
favorable results, depending upon' the
objectives sought by managemenl,

I slow tempo background music gener.

i
'ated the largest gross margin in this

specific situation. The longer waiting
time before being seated associated
with the slower tempo music had no
apparent effect on the number of
people that lellthe reslaUlilnt rather
than wail for an available lable.
However, those who stayed (89%) I;~d

an average of almost one drink more
per person. Wilh a relatively high
pro/it margin on beverages, the addi
tional drinks consumed contributed
significantly to> the income position of
the busines.·.

It should be pointed out that the
fasl tempo music sped customers
up. They took significantly less time
to finish their dinners, increasing
table turnover and decreasing wait
ing time before being seated. In this
specific situation, it worked in the
management's favor to slow cuslom
ers down, but if Ihis were a lunch
hour rush lime, rather than an
evening dining hour, the effects on
gross margin would probably be
quile different In a lunch hourrush,
people haven't the time to wail for
tables; therefore, the emphasis is
upon speed and table turnover.
Thu" this paper clearly demon·
strales that background music can
significantly eifect the behavior of
restaurant customers, and for that
very reason, it is important 10 care
fully match the type of background
music to the dominant objectives of
the business. Otherwise, there i~ a
risk of the music used being counter
productive.

The purpose of this paper is to
critically review the limited litera
ture available on the topic and to
presenl an empirical study which
examines the effect of background
music on the behavior of restauranl
cuslomers. It was found that music
tempo varialions can significantly
ertect purchases, length of stay, and
other variables examined. 0

This article is derived (rom a
presentation at the (nterna·
tional Background Music
Associat;on Convention.
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